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Abstract 
With the increased globalization of the wine industry comes the need for in-depth examinations of emerging consumer segments. 
The current study approaches the topic of sustainability from the consumer viewpoint. Specifically, the current paper focuses on 
an emerging yet sizeable market of consumers - Hispanic wine consumers in the United States. Consumer data were collected via 
in-person intercepts at retail stores that predominately target Hispanic consumers. Findings suggest that Hispanic consumers 
drink wine fairly frequently, with the majority of the sample reporting wine consumption at least once a week. Slightly over half 
of the sample prefers red and dry wine, but about forty percent give preferences to sweet wine. Hispanic consumers perceive 
wine as a drink to be consumed at home, rather than in a restaurant or a bar. Price was named as the top purchase driver, followed 
by personal preferences and friend’s recommendations.  
© 2015 The Authors. Published by Elsevier B.V. 
Peer-review under responsibility of Fondazione Simone Cesaretti. 
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1. Introduction 
Over the last decade, globalisation of the wine industry has boosted competition between Old and New World 
producers. Many economists suggest that today’s wine market is oversaturated. It is not surprising then that 
producers worldwide seek new opportunities for sustainability of their businesses. With the increased globalization 
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of the industry comes the need for in-depth examinations of emerging consumer segments. The current study 
approaches the topic of sustainability from the consumer viewpoint. Specifically, the current paper focuses on one 
such emerging yet sizeable market of consumers - Hispanic wine consumers in the United States.  
With over 50 million Hispanics living in the U.S. commanding a trillion dollars in purchasing power, Hispanic 
consumers comprise a lucrative market for the U.S. wine industry. Yet, until recently, the industry largely ignored 
consumers that did not fit the profile of its traditional demographic base. Recent marketing trends, however, suggest 
that increasingly more Hispanic consumers become interested in wine.  Currently, virtually no information is 
available on Hispanic wine consumers’ preferences or marketing strategies that would appeal to this market. This 
study aims to fill a gap in the existing body of knowledge and will identify prime factors that determine preferences, 
consumption, and purchase drivers of this important market segment.  
2. Literature Review 
At present, people of the Hispanic or Latino origin comprise 16.3% of the total U.S. population (U.S. Census 
Bureau, 2010). The Hispanic buying power grows faster than any other minority groups in the U.S. The Selig Center 
for Economic Growth (2010) projects that Hispanics’ buying power will reach $1.5 trillion in 2015, compared to $1 
trillion in 2010.  
The immense purchasing power of U.S. Hispanics continues to energize the nation’s consumer market. 
Nevertheless, Hispanics have been routinely stereotyped as voracious consumers of groceries, diapers, beer and 
tequila (Blisard, Lin, Cromartie, & Ballenger, 2002). This narrow persuasive appeal to limited products has created 
parameters that constrain the Hispanic population as consumers of certain goods and/or services, like wine. Recent 
trends, however, suggest that more attention should be paid to Hispanics’ wine consumption. 
Hispanic adults have been developing a taste for wine in recent years. For example, in 1998, the percentage of 
Hispanics in the U.S. who consumed domestic table wine was 12 per cent, which jumped to 22 percent in 2003 
(Jung, 2005). According to the Wine Market Council (2005), 31 percent of Hispanics claimed that they drink more 
wine now, compared to the previous year. The same report states that wine consumption frequency has increased by 
only 11 percent among the Caucasian population. Hussain, Cholette, and Castald (2007) argued that ethnicity 
influences wine consumption and suggested that whites and non-whites should not be assumed to have the same 
attitudes and preferences toward wine consumption. 
The need to investigate the Hispanic market is particularly relevant to certain regions. According to the U.S. 
Census Bureau (2010), the states with the largest Hispanic population are California (27.8%), Texas (18.7%), 
Florida (8.4%), and New York (6.8%). Interestingly, these are the same four states with the largest wine 
consumption (The Beverage Information Group, 2010).  Yet, to the researchers’ knowledge, virtually no information 
is currently available on wine consumption preferences of the Hispanic wine market in the U.S.  
3. Purpose  
The purpose of the current research is twofold: (1) to identify predominant wine preferences and consumption 
behaviour of Hispanic consumers; and (2) to identify factors that influence Hispanic consumer wine purchases.  The 
ultimate goal of the project was to compile a profile of the Hispanic wine consumer that would help the industry to 
effectively target these consumers.  
4. Research Questions 
Given the investigative nature of this study and the lack of sufficient empirical support for consumption 
behaviour and purchase drivers of this market segment, the problem under investigation was stated as workable 
research questions rather than hypotheses. Based on the purpose of the study, two research questions were advanced:  
RQ1: What are the preferences and wine consumer behaviour patterns of Hispanic consumers?  
RQ2: What are the main wine purchase drivers of Hispanic consumers? 
83 Natalia Velikova and Tim Dodd /  Agriculture and Agricultural Science Procedia  8 ( 2016 )  81 – 87 
5. Method  
5.1. Study Site 
In an effort to gain insights into this emerging market, the current research focused on a U.S. region with high 
concentration of the Hispanic population and a growing wine industry – the state of Texas. Although Texas has not 
been a traditional wine making region, the Texas wine industry has come a long way since its emergence in the late 
1970s.  Within a relatively short time period, the number of Texas wineries increased dramatically, from 27 in 1990 
to 286 wineries in 2014 (MKF Research LLC, 2014). The Texas wine industry contributes $1.88 billion to the 
state’s economy, with an estimated retail value of Texas wine at $134.1 million (MKF Research LLC, 2014). The 
data for the current study were collected in three major urban areas with the highest geographic concentration of the 
Hispanic population – El Paso, Houston, and San Antonio.  
 
5.2. Data Collection Process 
The data were collected through in-person intercepts at retail stores that predominately target Hispanic 
consumers. Systematic sampling method was applied and every 3rd consumer (regardless of their ethnicity) was 
approached. The questionnaire included an item on consumer ethnicity. A very small portion of the completed 
surveys were filled out by consumers that did not identify themselves as being of the Hispanic or Latino origin. 
These surveys were not used in the analysis.   
Trained bilingual data collectors personally distributed pen-and-paper questionnaires to store customers as they 
were leaving the store.  Data collectors introduced the purpose of the project, emphasized the anonymous nature of 
the questionnaire and voluntary participation, and asked for participation in exchange for a small token of 
appreciation (a $10 gift card to the store where the data were collected).  
5.3. Instrument 
A survey was designed to include items that are aimed at compiling a profile of the Hispanic wine consumers – 
namely, wine preferences; wine consumption behaviour; wine purchasing behaviour; and socio-demographic 
characteristics.  Identical questionnaires were offered in English and in Spanish and participants could choose, based 
on their preferred language of communication. Two-thirds of the sample chose the English version of survey and 
one-third preferred to fill out the survey in Spanish.  
To control for accuracy of the survey translation, the iterative process of back-translation (Brislin, 1970) was 
applied. The survey was originally developed in English; then translated into Spanish by two independent bilingual 
individuals. Next, the Spanish language instrument was translated back into English by separate individuals (not the 
ones making the English to Spanish translation) and then compared to the original English version to ensure 
adequate correspondence in the two versions.  
6. Findings and Discussion 
6.1. Sample Description 
A total of 414 valid surveys were collected and used for analysis. The distribution of the obtained surveys was 
relatively equal between the three geographical areas of data collection (38.6% in El Paso; 31.6% in Houston; and 
29.7% in San Antonio). Descriptive statistics were employed to obtain a representation of the sample. The socio-
demographic characteristics tested were gender, education, and income.  
The sample was almost equally divided between males and females. Respondents of various age groups - ranging 
from 21 to 84 years old - participated in the study. Interestingly, the data were skewed towards younger participants, 
with one-third of the sample being younger than 30 years old; and cumulatively, almost 60% of the sample was 
younger than 40 years old. On the one hand, this is inconsistent with other studies on wine consumers, which 
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typically report consumer samples of older age groups. On the other hand, previous studies report that some older 
Hispanic wine consumers indicate that they original interest in wine was influenced by their children (Velikova, 
Wilkinson, & Harp, in press). Younger generation of Hispanics is generally more acculturated and tends to draw 
from broader information sources and social networks than older generations. These younger consumers become 
advocates for wine, and because of strong family connections in the Hispanic culture, their passion for wine is 
passed up to older generations. Therefore, the higher number of younger Hispanic wine consumers in the current 
sample is not surprising. 
Respondents had higher levels of education than the general U.S. population. Over forty percent the sample had a 
bachelor college degree or higher, whereas the U.S. Census Bureau (2010) reports that a total of 29.9% of the U.S. 
population graduated from college or have an advanced graduate degree. Moreover, among the entire Hispanic 
population in the U.S., only 13.9 percent has earned an undergraduate degree, whereas 13.2 percent of respondents 
reported having a graduate degree. Likewise, the sample had higher income levels, with almost one-third earning 
more than $60,000 a year. Table 1 provides a socio-demographic profile of the sampled population. 
 
Table 1. Socio-Demographic Characteristics of the Sampled Population (N = 414) 
Characteristic Percent 
Gender 
    Male 
    Female 
 
32.3 
67.7 
Employment 
    Employed full time   
    Employed part-time 
    Currently unemployed 
    Retired 
 
63.8 
10.0 
15.4 
10.8 
Education 
    High school not completed 
    High school graduate  
    Vocational / technical school 
    Some college / not completed 
    Undergraduate degree  
    Graduate degree 
 
2.3 
24.8 
4.7 
26.4 
28.4 
13.2 
Monthly Family Income 
    Under $20,000    
    $20,001 – $40,000  
    $40,001 – $60,000  
    $60,001 – $80,000  
    $80,001– $100,000   
    Over $100,000  
 
20.2 
17.8 
20.9 
12.4 
11.6 
17.1 
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6.2. Wine Consumption Behaviour 
RQ1 examined preferences and wine consumer behaviour patterns of Hispanic consumers. Although Hispanic 
consumers traditionally are known to favour beer and tequila over wine, the results of the current study show an 
equal split between wine and beer as most often consumed alcoholic beverages, followed by spirits. This, in part, 
can be explained that the frequency of wine consumption was used as a screening question and those respondents 
who indicated that they do not drink wine at all or drink it very rarely, were not included in the sample. 
Nevertheless, the majority (68.2%) of those respondents who participated in the study reported that they consume 
wine at least once a week or even more frequently. Six percent reported daily wine consumption.  
Slightly over half of the sample reported preferences for red wine, followed by preferences for white and rosé 
wines. More respondents prefer dry wines and fewer prefer sweet wines. Table 2 provides a detailed overview of 
Hispanic consumer wine preferences and wine consumption behaviour. 
 
Table 2. U.S. Hispanic Consumer Wine Consumption Behaviour (N = 414) 
Characteristic Percent 
Which alcoholic beverage do you consume most often? 
    Beer 
    Wine 
    Spirits 
    Combination of several  
 
31.6 
31.4 
20.8 
16.2 
How often do you consume wine?  
    Daily 
    Several times a week 
    Once a week 
    About once a month  
 
6.0 
29.8 
32.4 
31.7 
What type of wine is your favourite?   
    Red wine   
    White wine 
    Rosé / Blush wine 
    Equal preference 
    Other 
 
52.7 
27.4 
11.7 
7.0 
1.2 
Do you prefer wine that is dry or sweet?            
    Sweet 
    Dry     
 
40.5 
59.5 
 
To further investigate wine consumption behaviour, participants were asked about situations where they would 
most likely choose to drink wine over other beverages. The findings show that the vast majority of Hispanic 
consumers perceive wine as a drink to be consumed at home (own or friend’s/ relative’s), rather than in a restaurant 
or a bar. Even for special occasion situations or romantic dinner, a relatively small percent of respondents chose 
wine as a preferred beverage in those situations.  
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Table 3. Consumption Situations Most Suitable for Wine  
Consumption Situation Percent 
At home with a casual meal 
At a friend’s / relative house 
In a restaurant when dining out  
In a bar without a meal 
At a romantic dinner 
For a special celebration 
At an outdoor event (festival BBQ) 
52.7 
30.2 
15.7 
3.6 
8.9 
11.8 
4.6 
Other 2.2 
 
6.3. Wine Purchasing Behaviour 
RQ2 investigated wine purchase drivers of Hispanic consumers. Participants were presented with a list of factors 
(compiled from previous literature on wine consumption) and asked to select three most important factors that 
determine their wine purchases. Price was named among the top three in 70% of cases, followed by an equal split 
between personal preference (41.1%) and friend’s recommendation (41%). Retail display and media advertising for 
wine were found to be the least important factors.  
7. Limitations and Future Research  
There were several limitations that may have impacted the results of this study. First, the current study only 
captured a ‘snapshot’ data from a survey of the respondents that identified themselves as wine drinkers. A large 
percentage of the Hispanic population still favours other alcoholic beverages such as beer and tequila. However, 
these consumers were excluded from the sample because the current study was an initial exploratory assessment of 
Hispanic wine consumer, thus focused on the examination of wine consumer behaviour. Future research should 
expand the scope of the topic and include consumers who prefer other beverages.   
The second limitation was geographical. While efforts have been made to geographically disperse the sample and 
data were collected at three different locations with higher percentage of the Hispanic populations, the sample was 
still limited to one state only. Adding other US states with high concentration of Hispanic of consumers would add 
value to the examination of this market.   
The current study was an initial exploratory assessment of the Hispanic wine market, with a specific emphasis on 
the examination of consumer behaviour. Due to space and time constraints, only socio-demographic and wine 
consumption and preferences data were collected. However, to help further develop marketing strategies, it would 
be beneficial to conduct additional quantitative research on consumer types. Segmentation research will help 
exporters to target Hispanic consumers most effectively. 
In addition, a study on wine packaging and consumer label perceptions would be beneficial. Wine marketing 
literature shows that packaging and labels assume undeniable influence in forming wine consumer purchasing 
decisions. However, there is no research as of yet to examine which types of labels Hispanic wine consumers tend to 
prefer. In conclusion, the U.S. Hispanic wine market requires a concentrated research effort aimed at further 
identifying types of consumers, as well as factors that influence their preference and purchasing decisions.  
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